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Danish Summary 
Formålet med dette projekt er at undersøge hvordan man kan producere en succesfuld kampagne 
video der kan ændre 25 til 30 årige mænds kondomvaner. 
I forbindelse med kommunikationskurser på Roskilde Universitet endte vi med at have produceret en 
video som vi ønskede at bruge som en kondom-kampagnevideo. I dette projekt har vi taget denne 
video og brugt den som udgangspunkt til at finde ud af hvordan kampagnevideo virker og hvordan de 
bliver modtaget af den bestemte målgruppe. Vores problemformulering er som følger:  
 
For at finde ud af hvordan vi kan producer en succesfuld video til brug i en kondomkampagne, er vi 
interesseret I at undersøge hvordan vores video bliver modtaget af mænd mellem 25 og 30 år. 
 
Vores fremgangsmetode har været at formulere kriterier for vores målgruppe så som; deres 
overnævnte alder, at deres bopæl er København, at de er seksuelt aktive og at de deltager til Roskilde 
Festival. Det sidste kriterium er inddraget fordi vi ønskede en vis åbenhed og indstilling fra vores 
målgruppe da vores video er af en alternativ natur og indeholder et emne som dyresex. 
Efterfølgende afholdte vi et fokusgruppe interview med tre mænd som hørte under målgruppen. I 
dette interview viste vi vores egen video, samt to andre videoer, for at give deltagerene et 
sammenlignings grundlagt samt for at være sikre på at vi ramte et bredere spektrum af videoer for at 
finde frem til hvad der var mest tiltalende. 
Analysen af dette interview ledte til at vi formulerede retningslinjer for at redigere vores video og 
inkluderede og ekskludere alt efter hvad virkede til at være effektivt i forbindelse med vores 
målgruppe. Dernæst afholdte vi endnu et fokus gruppe interview med den nye version af videoen og 
de to andre videoer. 
 
Vi kan konkludere at der er nogle gennemgående elementer som er essentielle når målet er at 
producere en video der passer til mænd mellem 25 og 30 år. De fortrækker alle der er humor til stede 
da det gør det nemmere at snakke om tingene og fanger deres opmærksomhed. Det vigtigste er dog at 
de er i stand til at identificere sig selv med videoerne. Hvis der ikke er en særlig 
identifikationsmulighed for dem i disse videoer, så mister de hurtigt interessen og videoerne har 
ingen virkning. Ydermere så dukkede der også tendenser hos vores målgruppe som vi ikke havde 
forventet. Emner som ‟mænds ansvar versus kvinders ansvar‟ gennemsyrede også mange af de 
diskussioner der fandt sted til vores to interviews og er efter vores mening noget der også skal 
inkluderes i de overvejelser der opstår i forbindelse med en produktion af en kondom-
kampagnevideo.  
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1. Before this project 
What we are about to present is a project about how condom campaign videos are experienced by a group 
of men in the age 25-30 through research in focus group interview. Though, first we wish to explain how 
we came to this. It so happens that the thoughts behind this campaign idea started way before it took form 
as this project.  
 
In the start of this semester we attended the “video as social media” workshop, which sparked our 
common interest for making films, and the three of us formed a group in the process of  creating a five 
minute long film with a message. After a long session of brainstorming we decided to make a film with 
the message “remember to wear a condom”. With the given funds and equipment we used the opportunity 
to try and make a fictional film with storytelling and acting involved, while exploring the film techniques 
we learned in the workshop. Our argument for “remember to use a condom” was based on a story about 
zoophilia, which we saw as a different and perhaps provoking way to handle the topic. Although our 
product was thought for an audience, the video had no precise target and ended up being a product mainly 
made on our own preferences, attitudes, and likings.   
In the second workshop “Print Media Production” we were introduced more to campaigns and planned 
communication, and how the product of a campaign should be decided on behalf of reaching a target 
group. Here, we realized the importance of forming a product according to it‟s targeted audience, for the 
result of changing behaviour within the audience. We chose to continue with the condom idea, but turn 
the idea further into a campaign by localizing a communication problem and a target audience within the 
field of condom behaviour.  
From researching statistics and existing condom campaigns we chose to focus on men in the age of 25-
30, since there were no campaigns targeted specifically within this audience in Denmark, even though 
problems of STDs and unwanted pregnancy still remained an issue within this gender and age group.  
 
After the two workshops we decided to continue the work with this “idea in process” and let it frame our 
semester project, maintaining the work based on our interest of producing a good video, which would be 
able to communicate the message of better condom behaviour within certain groups of our target 
audience. Since we started off by making our product before knowing the target group, this project aims 
to explore further on our product and its relation and effect on the chosen target group.  
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 2. What do we want to research?  
Due to this process and outcome of the two workshops we now have a product and a hypothesis about a 
target group, which is from where our project will take its departure. We will work with the idea of taking 
our campaign further, so it eventually could be formed into a successful campaign changing these men‟s 
condom behaviors. In this process we intend to use this project as a unique opportunity to go out and test 
the product we have been working with so far. By all group members having an interest in using video as 
a medium, we aim to discover the characteristics of a successful campaign video for our chosen target 
group, which could promote a changed behaviour over time. We wish to test our own product in order to 
find out if our intentions are understood and if making a video can work in a campaign targeted to men 
between 25-30 years old. Furthermore, we wish to add a context to our own video by implementing two 
already existing condom videos that can be argued to be targeted to men. This is done to create a contrast 
of both differences and similarities to our own video, and thereby get a stronger notion of what works and 
what does not work in our video, when experienced by our target group. Based on this aim our problem 
formulation is:    
 
In order to find out how we can produce a successful video for a condom campaign, we are interested in 
researching how our video is received by men between 25-30 years? 
To answer our problem formulation we will meet our target group through two focus group interviews, 
where we will gather information about how they receive and experience the videos. To stay focused on 
our problem formulation we have made three questions, which we throughout the project ask our 
empirical findings: 
1. How do our target group receive our product?  
2. How do our target group watch and experience different elements of our video in the context of 
two other campaign videos targeted to men, and in which way do they reflect upon it? 
3. How can we improve our campaign video for our chosen target group?  
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3. How will we do it?  
 
3.1. Method - Focus Group Interview  
In the choice of using a “Focus Group” Interview, we note the importance of enabling a social interaction 
among the participants. We argue for dialogue and the method of collectively reaching a new 
understanding of the products, due to co-creation, that allows us to experience a more dynamic- and 
detailed process of meaning making among our target group.  
 
In addition to this, the decision in making a focus group interview, as opposed to an individual qualitative 
interview, entailed considerations on the ability to speak about a sensitive topic. We argue for increased 
talk to be enabled through the use of group interview, as the mood and practice of the interview 
represents a more relaxed and safe environment. The thought is for the roles of participant and researcher 
to obtain a more decreased contrast to each other, as the focus will be more on the interaction among the 
participants, as opposed to displaying a question-answer methodology. (Halkier, 2008;14)  
 
In terms of our chosen target audience, we also note the advantage of a focus group interview. This 
enables us to discover the complexity within the individuals of the chosen focus group, hence an 
increased understanding on the practice of working with individual complexity within a target group is 
obtained. (Halkier, 2008;13)  
 
3.2 Who do we interview?  
As mentioned in the first chapter we had some ideas that defined our target group from our second 
workshop. The original idea was that our video and campaign approach would fit group of men between 
25-30 who were not mainstream consumers of campaigns in general. We expected our different 
approach  to catch their attention in ways that normal campaigns would not. In the attempt of creating a 
set of characteristics or limitations, in order to capture this defined target group/type of man, we struggled 
with the ability to do so. The reason for this was that our criterias were not solely determined according to 
occupation, education, or political opinion. Instead we had to enable the inclusion of open-minded and 
alternative individuals. In order to find such three participants, we set the following criterias; 1) males 
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between 25-30, 2) live in Copenhagen, 3) sexually active, 4) attend Roskilde Festival. In terms of the 
latter, this is to represent an experimental criteria, which aims to attract individuals who are open minded 
to an alternative approach to campaign videos.  
 
By searching amongst our friends on Facebook for men who fit into this target group, we decided on 
three of them who we felt matched our criteria. These were: David the carpenter and volunteer worker, 
Simon the building constructor and sailor, and Kristoffer the student and musician. Despite the three men 
all being different in occupation and interests they all fulfilled the criteria and happily agreed to 
participate.   
All of these men have no relation to each other beforehand. We have constructed the interview in this 
manner, as we argue for the ability to speak about sexual habits more honest- and openly, when one has 
no or little personal connection to the other participants before or after the interview has taken place 
(Halkier, 2008: 13).   
At the same time, at least one member of the group had a relation to the participants, which we assumed 
would help create a safe and trusting environment for the participants. All were someone we had a good 
and quite distanced relation to, so no relations such as with troubled past or to „strong‟, which we assume 
could have prevented them from opening up due to the fact they were scared of us changing perception of 
them. We categorized the participants more as acquaintances than friends so none of them knew much 
about our project or product at first hand. We therefore worked with balancing the use of relations and 
non-relation, in terms of allowing the best opportunity for our topic to be explored in this specific 
interview situation.   
 
3.3 Practical outline and initial purpose of our focus group interview 
For the setting we chose to conduct the interview in a private home because we felt that because of the 
given subject matter it would have better results if we did this in a more casual setting. If our interviewees 
sat in a couch and had snacks served, we believed they would be more inclined to speak about more 
sensitive matters - rather than meeting in one of the group rooms at RUC where we all would be sitting 
by a table and directly facing each other. We chose to have one main interviewer, a time keeper who 
made sure we came across all of our questions (see appendix 1), and we decided that the last person 
would act as an observer. Her job was to notice how the mood was and how it changed, to note the 
participants‟ body language and progress of the interview, in order to notice other things than just the 
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words which were being said. We felt that this was an important role because in our interviews we did not 
only wish to research the spoken words but also how they were spoken and in which atmosphere. 
To test our own video and come closer to the participants understanding and experience of different 
themes and genres of campaign videos, we decided to test our own video in relation with two other 
condom videos. We chose this because we wish to nuance the discussions and give the participants as 
many options as possible when researching what works and what does not.  
 
4. What will we show? - Our product and two context videos 
(Note: see appendix 3 for a detailed video presentation and link to the videos.) 
 
4.1 Similarities and differences 
As our focus group interviews revolves around videos we have chosen three videos which we regard as 
our main test products. Each video brings its own perspective and take on the „condom campaign video‟ 
but they also share many of the same traits. 
The common denominator between all three of them is that they more or less share the same message: 
use/buy a condom. „Gravøl‟ is non-commercial so it‟s simply urges the use of condoms, and even though 
the „Zazoo‟ commercial‟ states the same - it of course wants you to use their condoms and not just any 
condom. The „L. Condoms‟ commercial echoes the previous video but uses the context of the video to 
say it in a slightly more clever way. 
What is more interesting though; is which traits that these videos all seem to share as they are the basis in 
our investigation of „what works?‟ in condom campaign videos. One device that seems to perpetuate 
throughout the videos is the use of humor. All of them try to be funny, albeit in different ways, but it is 
ultimately humor which is meant to intensify the final punch line or carry us through the videos. 
All of the videos also follow the model of building the argumentation before delivering the message. It is 
not clear in any of the videos what this video exactly is about, until the very end. They all rely on 
engaging you first and then in the end telling you what to do or buy. 
The use of a male protagonist is also present in our chosen products. It is seen from their perspective and 
we see the world from their eyes – either as the lead characters reacting to situation or through a narrator 
such as the „L. Condoms‟ video. 
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We have identified these traits as being the most dominant ones and we will structure the focus group 
interview questions with the above findings as a foundation. The producers of the videos (including 
ourselves) seemed to believe that these themes were valuable when creating the video and now we wish 
to test it to see if the target group feels the same way.  
 
5. Focus Group Interview one: What happened? 
 
5.1 How it went  
As previously explained we had formulated which themes we thought would be most essential to talk 
about in the interview and therefore tried to keep the discussion revolving around these. The full list of 
questions can be found in appendix 1. 
We started the interview by making a short presentation for the participants and explained that they were 
about to see three videos which all were about condoms in one way or another. After this we showed all 
three videos without any time to discuss them in between, before proceeding to ask them questions. We 
felt that it would be a good way to start the interview because the context of the other videos would be 
important if we were to find out how they felt about the videos. We wanted them to be able to compare 
and interchange between the videos from the start so they had a perspective at all times and so that we 
might discover what worked best. After showing the videos we asked about their immediate thoughts 
about the videos, whereafter we guided the conversation more into depth starting with the first video, then 
second and then the third. Our observer noted how the atmosphere during the interview, in our previous 
described setup, was relaxed and the participants seemed to be talking freely and not holding back. After 
the interview the participants kept talking with each other about everyday stuff and it seemed natural for 
them to talk with one another. 
 
5.2 Our immediate impression - Recurring Themes  
(Note: see appendix 2: Q and A)  
After the interview we were left with our immediate impression of the session. Due to our 
phenomenological approach we acknowledge the importance of the immediate impression since this is 
where our interpretation of the session begins (Rendtorff, 2004: 277). Throughout this analysis we aim to 
take departure in our own process and perception of the situation, since we are already coloured by this. 
Instead of trying to objectify the outcome of the interview into already given conceptualized themes we 
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want to start with our own experience and concentrate around what the conversation was dominated 
around and how this was taken up. In the process of concentrating on these dominant themes we also, by 
using a sort of categorization, choose to focus on certain bits of the interview, hence shape and inflict on 
the meaning process of the interview. We do this in order to grasp an understanding of different meaning 
making processes, which occur in the interview. Although by not relying on already established 
categorizations and concepts, we aim to let our results form and shape the selection of themes. An 
essential perspective on this act of selection is the hermeneutic view on interpretation, as it states that one 
interprets each part as part of a whole and the whole according to each part (Højbjerg, 2004: 312).  
      
From the interview extracts in appendix 2 there are some themes which the participants seem to 
emphasize more than others. These themes are what we experienced to be of most important for the 
participants.  
 
Context/channel 
The first theme we will address was pointed out by one of the participants right after we had been 
watching the three videos: “In what way are we supposed to watch this - is it shown in television or 
what?” (quote: David in interview, appendix 2). After showing the three videos the participants 
questioned where in „real life‟ they would meet the videos. We did not give them a straight answer but 
instead asked them where they would think it would fit in or not fit in and why. The first platform the 
participants came up with was adverts on television. Here they stated the first video „Gravøl‟ did not fit 
in, partly because it was too long and and it took too much thinking to watch it. As David pointed out 
(appendix 2) he would much prefer to watch the „Zazoo‟ commercial when zapping through TV channels 
lying on the couch after a day of work. He instead suggested that „Gravøl‟ was more suited as material 
that would be shown in school or in an educational context as part of analysis tasks with an educational 
point, or in another situation where one is more prepared to watch and think at the same time. It was clear 
that the context of which channel or situation one would see the videos in was important to the 
participants.  
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Humor 
Another thing that appeared early in the interview was the subject of humor and what the participants 
found funny. They quickly agreed that the „Zazoo‟ commercial was funny because of the „inappropriate‟ 
twist point in the end of the video. At the same time they also expressed that „Gravøl‟ was very serious 
and did not contain much humor, and it‟s grave subject matter was cited as the primary reason. Though 
when we later told them that it was actually based on a true story, they found it more funny.  
The „Zazoo‟ commercial was the overall favorite and gained laughter and points both for it‟s presentation 
and surprise ending. The „L. Condoms‟ video was rejected on every basis and the participants did not find 
anything funny about it at all.  
 
Identification 
When we asked them more about why the „Zazoo‟ video was funny, David emphasized that is was funny 
because the whole situation is identifiable and he could easily relate to the father in the video. 
Identification seemed to play a large role when it came to the appreciation of the videos. He was able to 
identify himself as being in the same situation and describe how the man in the video was feeling and 
understood his reactions to the child running and hysterical behaviour. This is also where „Gravøl‟ 
seemed to have failed to reach the interviewees. The situation was too alien and they found it hard to 
imagine ever having to face a similar situation. When asked about the plot of the video they were all able 
to retell it down to every detail - meaning that it was not their lack of understanding that caused the 
disconnection but rather that there was nothing for them to identify with in the video. As an interesting 
turn the participants commented on how they felt that the video would appeal much more to women 
seeing as the plot revolved around the mother of the characters. 
The „L. Condoms‟ commercial‟ seemed to suffer from the same problem and the group thought that the 
video asked too much from them and thus it required too much work for them to be able to identify with 
the presented ideal of a man.  
 
5.3 Any surprises?  
Although we had prepared the questions and expected that the conversation would steer towards the 
themes we were interested in, there were many surprises as to the answers and perspectives we were 
given on the questions and themes.  
Most surprises occurred with the reactions to our own video. We felt that it was funny and that people 
13 
 
would be surprised by seeing a different pace and presentation than normally seen in campaign videos. 
The only worries we initially had was that it might be too confusing for viewers to understand the point. 
As it turned out the point of the video was easily understood and they found the video very slow and too 
serious. To them there was not anything particularly funny about the situation and the graveness and 
awkwardness hindered the enjoyment of the video.  
We also expected them to like the „L. Condoms‟ commercial and find it funny as well. Their opinion was 
the quite opposite when it came to that video and they did not think it was neither funny nor clever. Our 
expectations to the „Zazoo‟ commercial were that they would like it and find it funny but we did not 
imagine that it would be so much better received than the other two. If there was one thing that was 
completely clear from the interview it was that they all basically loved the Zazoo commercial.  
 
5.4 It’s not what you say, but how you say it 
In the process of understanding our findings of the analysis on a higher level and with an increased 
reflective focus, we started to reflect on the recurring themes and their interrelation. We wondered how 
the different themes affect each other, whether each theme rely on the other, and is one more important or 
distracting than others? Here, in the process of going beneath what is said and actually interpreting on 
what our participants really mean, we are able to detect how our participants experience the product.  
 
An essential part in understanding the experience is to take a look on the evolvement throughout the 
interview, and find out how our participants evolve and express opinions differently from start to finish, 
and in what way they co-experience the product. The ways of interpretation among our participants were 
highly shaped and created due to the use of contextual recognition. As a remark to the above mentioned 
clarification of the dominating themes within the interview, one can argue that the categorization 
is  shaped and obtained by our participants throughout the process of the interview. Thereby we reach a 
new perspective in the process of interpretation when we aim to interpret on our experience of the 
participants experience as the only truth within the findings of interview.  
On a practical note this perspective achieves further clarification. In the process of the participants 
manner of interpretation and experience of the products, which are performed in front of them, the 
presence of the two contextual videos had an undeniable effect on the process of interpretation within 
each video, as part of a whole and vice versa. As we showed all three videos before embarking in 
conversation with the participants, we detected an interesting connection between the participants 
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immediate way of locating dominant themes and discussing each video according to those themes, while 
within their argumentation using the context of the other videos to further elaborate on the differences or 
similarities according to the chosen theme. We here see how our participants decide upon the road to 
interpretation by detecting similarities and differences within the three videos, and building the meaning 
making process according to this constant conceptualizing and contextualizing within their interpretation. 
As an example David initially addressed the mood of our video to express a seriousness, which motivated 
Simon to continue and agree on this statement that the „Zazoo‟ and the „L.Condom‟ commercials were 
not serious, but in fact portrayed a much more fun attitude. While this can be argued to be a discussion 
held within the frames of a domain being the mood of the video, we also experienced how different 
domains would overlap and display an interconnection to each other. (Halkier, 2008: ?) 
While video two and three were expressed to be more fun, Simon further noted that Gravøl and „Zazoo‟ 
tried to convince the viewer to use a condom by portraying a tragic consequence of not wearing a 
condom, while „L. Condoms‟ appealed more to the „real man‟; the one who takes responsibility and 
wears a condom, as it is the right thing to do. „Gravøl‟ and the „Zazoo‟ commercial uses fear of 
consequence as a tool, while „L. Condoms‟ uses a more  suggestive and encouraging method. As one 
compares the theme of the first mentioned with the mood of the campaign, the latter theme, and type of 
campaign an interesting perspective can be achieved regarding the interrelation of the themes. Thereby 
„Zazoo‟‟ is placed in both themes and thus is able to be funny while using fear of the consequence as a 
tool in the campaign. In relation to „Gravøl‟, as it is determined as “serious‟, this mood is not necessarily 
connected to which type of campaign it portrays.  
As mentioned we were surprised that our participants found our video very serious, instead of funny, and 
that they were able to retell the plot, while we expected them to be confused about the happenings in the 
story. As the use of humour is determined to have a significant meaning in our video in terms of the 
effect of the message, we wondered what themes had an interconnection and effect on each other within 
our interview. Throughout the interview we detected a connection between the ability to identify with the 
video and how the participants decided upon the mood of the campaign. In general the mood of the 
campaign relied on both the identification, the clarity of the point, and the lack of distractions. This is 
what we will consider when embarking on the changes for the second interview. 
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6. Next step: What do we know now, and what are the 
considerations before second focus group interview 
 
6.1 After Focus Group Interview one 
Our plan was to do a second focus group interview but we were not entirely sure how we were going to 
proceed. We had multiple discussions of possibly testing the products on women instead of men. Some of 
our participants from the first interview mentioned that these videos also could apply to women and that 
idea seemed interesting. Maybe  women could be seen as gatekeepers and the best way to reach these 
men and change their condom behavior would be to make a video that appeals to women instead? But we 
decided that this was not the way to go since we then would have to depart too far away from our initial 
purpose which was to discover the ideal product for our specific target group. Discussions regarding 
testing a younger audience were also brought up, but quickly dismissed as we again felt that we were 
losing focus on our objective. Our experience after the first interview, left us with the impression that 
there was more to investigate and test within the target group, as it portrayed a high amount of 
complexity among our participants. Our wish was to continue with the same target group, in order to 
become wiser on the dynamics within this section.  
Our desire to hold on to the same focus group parameters made us look in another direction and we 
turned our attention to our product. The analysis and our reflections of the first interview showed that 
there were many ideas and opinions from the participants as to what exactly worked and did not work in 
the presented videos. We decided to build on this and worked towards taking some of these abstract ideas 
and transform this into specific guidelines to be used when creating the ideal video that would cater to our 
target group. This is when we came to the conclusion that we would make a second cut and thus re edit 
our video. By applying the guidelines that we formulated based on the interview, we would apply and 
remove the necessary elements which would make our new version appeal to our focus group. Our 
thought and argumentation within this decision was also the desire to conduct our second interview with a 
product which would communicate much clearer and enabling a better discussion. 
 
6.2 Preparations for the Second Edit 
As presented in the earlier section detailing our analysis of the interview there were some prevailing 
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elements that the participants liked and disliked about the three videos shown. The goal from there is to 
take these findings and find a way to translate them into specific ideas on how to re-edit our video. 
 
Humor 
One of the greater themes from the interview is the concept of humor. The rejections on the attempted 
humor in „Gravøl‟ seemed to stem from a lack of clarity of the atmosphere and general feel of the video. 
The awkwardness was not embraced in a humoristic way and induced uncomfortable associations. Due to 
the heaviness of the presented situation (beer after a funeral), the video needed to be a lighter approach – 
the audience needs to know that it is okay to laugh, rather than having a sad mindset from the beginning. 
An establishment of tone needs to be underlined with a comedic approach instead. Furthermore it needs 
to be more direct and not hint as much to ambiguity as it does now.  
 
Identification 
Identification also played a great role when it came to understanding the videos. The ‟Zazoo‟ commercial 
was accepted in many ways and one of the more important ones were the space and ability the video 
allowed for the audience to identify themselves with the video and create their own meanings. We 
understood from this that there was a need for the people watching the video to have something they 
could pinpoint themselves to and relate to. The situation of one‟s mother having sex with a dog seemed 
farfetched for all our participants and thus leading to a loss of interest. They ask themselves - who am I in 
this video?  
 
Length and Pace   
One of the more obvious ways „Gravøl‟ distinguished itself from the other two videos is the total running 
time. Where the two other videos also disguised their initial message of the video until the very end, the 
journey to that message was much shorter than our video. It requires a bit too much from your audience if 
they are to watch a too long video without being entirely sure where it is going on. The general pace also 
seemed to be very slow compared to what our participants preferred and that also leads back to the idea 
of it being too long.   
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6.3 Applying the Changes 
Humor 
First of all we needed to set a different tone in the beginning so our audience would be more inclined to 
relax and laugh at the parts that are supposed to be funny. By cutting the first sequence of the dog-man 
walking in the graveyard accompanied by sad music we hoped to limit the amount of negative 
associations that comes with a funeral situation. Instead we start with a text that gives the necessary 
information to further the enjoyment of the video and also informing that this is based on a true story. 
When our participants were told that this was based on a true story during the interview they all laughed 
and expressed that this made the video much funnier and so we decided to include that in the video. 
In order to implement a more direct humor we inserted the sound of a studio audience laughing at various 
appropriate and less appropriate moments in the video. It appears in the beginning at the video and 
continues to appear throughout to tell the audience that it is okay to laugh and that this is a light situation. 
In this way we embrace the awkwardness and it can be laughed at rather than leading to uncomfortable 
feelings. 
 
Identification 
The notion that our participants failed to identify with the given situation in the video contained a lot of 
problems for us. Not being able to change the whole premise in our video with an additional cut we 
decided that the way to do this was to moderate our message that appears in the end and thus bring a 
different perspective to the whole experience. The text was changed from: „‟Use a condom – no matter 
who you are with‟‟ to „‟Don‟t be a dog, use a condom – we all want to avoid awkward shit‟‟. 
The goal with this new message is to make our audience understand the meaning of the dog character in 
another way. Instead of being only this borderline supernatural character which represents their mother‟s 
actions it now also represents themselves. By playing on the idea of a „dog‟; a man who sleeps with 
women and has less than noble motives we hope that it will make the target group relate more to the dog 
character and understand his presence in the video. 
 
Length and Pace 
By excluding all dialogue and scenes that were not absolutely necessary for the message and point of the 
video we were able to cut the running time from 05:32 minutes to 02:38. This also made the pace 
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noticeably faster and to take it even further we have made some quicker cuts and transitions throughout 
the video. 
 
Link to new video: http://vimeo.com/952764 
 
6.4 Structural changes for interview two 
Besides changing our video we have considered a few changes that we wish to apply to the next focus 
group interview. We still interview participants who fulfill the criteria of our target group, we will still 
use the two context campaign videos, and we aim for the same homely, casual setup as last time.  
Again, we have chosen participants within our network, but none that we have a close relation with. This 
time we have decided to add a fourth participant for the session so the group consists of four instead of 
three. Last time we experienced that some of the members talked a lot less than others. Taking this into 
consideration we find that there would have been space for one more, and it could perhaps have helped or 
nuanced the conversation.  
   
We decided to include one more structural change that would help us to get the participants immediate 
reaction of the videos. After showing each video we will ask the participants to write down three things 
or thoughts that emerged to them while watching the video. Having them writing this down we hope to 
get more insight of their first thoughts when experiencing the videos, and it should also help them to start 
conversation throughout the interview.  
As an endnote; we chose to keep the same roles as the previous interview (interviewer, timekeeper and 
observer) but every role was to be occupied by a different person so that we all got to try on a new role. 
We felt that the roles worked really well in the first interview and especially having an observer gave us 
the opportunity to make a deeper analysis and not only look at the words which were being said.  
 
7. Focus Group Interview two: What happened? 
7.1 How it went 
We applied the structural changes, as explained above, to the setup of our first interview and started by 
presenting ourselves, what was going to happen, and encouraged them to speak freely during the 
interview. We had one more participant, more conversation and the session lasted 20 minutes longer than 
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the previous one. Between each video the participants wrote down three of their immediate thoughts 
about the video, but did not talk or discuss them at this point. After showing the videos we asked about 
their first impressions of the three videos and it quickly turned into a conversation among the participants 
from the beginning. When the first conversation died out we asked them video for video and started each 
by asking what their immediate thoughts where they had written down and why. This provided us with a 
structure of the conversation and something to refer to, and gave the participants the opportunity of 
remembering their first thoughts and not get too influenced by the other. They could thereby reflect upon 
why they thought as they did when watching the videos in relation to how they felt later after having 
watched the other videos also.  
Again, we had made sure that the interview session took place in homely surroundings supported by 
snacks and beer, as in the first interview. From our observation the atmosphere was light and relaxed, all 
the participants talked and discussed with each other, and laughed together. It seemed that the participants 
felt safe and free to talk and half way during the interview the conversation took a turn to the more 
personal side. The participants shared their own habits and thoughts in relation to condom usage, also in 
relation to the content of the videos. The participants seemed overall more chatty and personally open 
than the participants in the first interview session.  
 
7.2 Our immediate impression - Recurring Themes 
As we did in the previous interview we want our experience of what happened to guide the analysis of 
session two, but also try to come across the themes that our questions was inspired by. Throughout the 
analysis we will be open and take up elements that occurred during the interview, but also take up the 
themes of humor and identification since these, again, came across surprisingly in the second interview.  
 
Humor 
There were some disagreements on what the participants thought was funny in and about the videos. 
While Thomas claimed that each video played on different emotions Danny thought that the thing the 
videos all had in common was humor. When asked about the studio audience laughing sound effect (in 
„Prototype: Gravøl‟) Christian and Thomas expressed that it was annoying and campy while Danny 
thought it lightened the mood and otherwise would have been very depressing. In contrast when arguing 
for the „Zazoo‟ commercial they all pointed to it as being funny as one of the main reasons to why it held 
such a strong appeal. 
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They all agreed that humor was important for them because it was a good way to handle things that might 
be more difficult to talk about.   
 
Identification 
In the beginning of the interview the participants themselves quickly steered the discussion towards 
identification and the ability to relate when talking about the videos. The „Zazoo‟ commercial was 
branded as a favorite and another one of the arguments were how easy it were for them to imagine the 
situation. They saw themselves both in the role of the struggling father but also of the nearby customers 
who were watching the situation play out. 
They all pointed out that one of the biggest disconnections they experienced with „Gravøl‟ was that there 
was no reference points for them to relate to. The idea of one‟s mother practicing bestiality and dying 
from it did not feel familiar and thus it was hard to find a place for themselves in the video. As an 
example when asked about the slogan „We all want to avoid awkward shit‟ they all said they liked the 
slogan but that it did not apply to this video. Christian explained how an awkward situation, from not 
using condoms, could be having to call your sexual partners up and telling them about your STD, and 
how that situation seemed unrelatable to the one shown in „Gravøl‟.  
 
Drunk vs sober selves 
In the interview we experienced how the participants draw on their own stories and talked about their 
own habits of condom usage. A situation that was mentioned and that they all agreed upon was they all 
normally care about and remember to use condoms until they are drunk and the action is about to happen. 
Niko described what happened as being in a state where you no longer think rationally and therefore 
other things comes before using a condom in the situation. He explained how he find that most condom 
campaigns tries to speak to you with logic and consequences, but often when he is in the situation where 
he should be using a condom he is influenced by alcohol and not thinking about those matters. The rest of 
the participants agreed on that one‟s sensibility and good condom habits disappear the drunker they get.  
 
Whose responsibility? 
In addition to this came up another aspect; why is it always the man‟s responsibility? Three of the 
participants disliked the last video and Christian expressed how he was tired of always be the one with 
most responsibility by being the man. Thomas expressed how he was annoyed of always being told what 
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a „real‟ man is and how a man should behave. They agreed that safe sex is also up to the woman, and 
some of the consequences of unsafe sex can be more vital for her than the man. In relation to theme of 
unsensible drunk sexual situations, they expressed that women are more careful and more rational in 
those situations, hence they should be the one with the responsibility of safe sex. Hereby came a 
suggestion that condom campaigns should be targeted to women so they could help the men remember to 
use a condom, since the men think and behave irrationally when they are drunk.  
 
STD‟s vs Babies  
One of the organic discussions which emerged from the interview were which issues had the greatest 
importance when it came to the argument for using condoms. Thomas explained how having a baby was 
the worst thing that could happen to him in this point in his life and that‟s one of the reasons why the 
„Zazoo‟ commercial ‟resonated so strongly with him. The other participants disputed this and talked 
about how having a baby was the least of their worries. Christian and Niko explained how babies seemed 
abstract and as something you would have to handle in the future. For them it was more important to 
avoid the prospect of having to go to the doctors and being prescribed medications for a couple of 
months. These problems seemed closer to them and as something that they could imagine battling with. 
While babies were dismissed as being something easier to prevent since your sexual partner could 
possibly be on the pill or the option of having an abortion.  
 
7.3 Any surprises?  
The surprises which occurred were mainly regarding our own video. Though we had spent much time on 
trying to adjust the video to the criteria and critique obtained from our first focus group interview the 
video was still largely rejected by the participants. A minority of them actually referred to the video as 
being humoristic but primarily it was still seen as being too depressing and outlandish. We were also 
surprised of how the video was still regarded as too complex and that their was a craving for much more 
simplicity than we had anticipated. Though the message was simple they still longed for a much more 
simplistic delivery of that message instead of a somewhat absurd and surreal narrative.  
They found it difficult to connect the abstract dog sex situation in the film with own awkward situation of 
what could happen as consequence of their own sexual actions. Christian liked the slogan: „Don‟t be a 
dog‟, and said that after thinking more about the film, he saw the point but it took too much thinking to 
do, which he would not automatically do after watching a campaign video or condom ad. This only 
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happened this time because of the setting of the interview in which he had to reflect further about the 
film.   
 
7.4 It’s not what you say, but how you say it  
In the second interview, themes from interview one were brought up by our new participants, but some 
before unmentioned elements surfaced as well. In this section we will be looking at these themes and how 
they relate and affect each other. We will be attempting to interpret not only what they say and its 
meaning but also how they might be experiencing the product. 
Humor and identification were among the first subjects which sparked discussions in the interview and 
throughout they seemed to be subconsciously connected by our participants. None of them said that these 
things were directly connected during the interview but every time something was more relatable it was 
automatically funnier. Video two provided such a strong sense of familiarity that when the punch line 
finally occurs it is experienced much stronger. Thomas started building on the story presented in the 
„Zazoo‟ commercial and talked about how the mother wasn‟t there and the father hadn‟t been such a big 
part of raising the kid and now he was stuck in this unfortunate situation unsure what to do. This way of 
creating own meaning and stories were something that the participants did every time a new subject came 
up and it helped the others to sympathize with them. Buying condoms? – Niko had a story about how a 
customer once came in bought condoms in his shop. Unexpected pregnancy – Thomas could tell a story 
about receiving a text with a picture of a positive pregnancy test from a woman whom he had slept with 
not too long ago. The „Zazoo‟ commercial seemed to carry this idea of a story you could tell your friends 
and thus resonated with the participants both due to its familiarity and its clarity. 
By the time the „L. Condoms‟ commercial came up for discussion the guys had already established what 
they preferred in their videos, with the „Zazoo‟ commercial as a reference point. This video instead 
brought up the subject of society‟s view on men and how it was presented in the video. Christian 
bemoaned how there was too much focus on men so what about the women? Thomas ranted that there 
was so much talk about what a real man is and that it was stupid to try to live up to those ideals. In the 
beginning of the interview Christian made sure to introduce any comments he had about women with the 
words „that he didn‟t mean to offend any feminists and that of course should be equality between men 
and women‟, but at this point the guys were comfortable with talking to each other - so now; when 
speaking of women, he could safely explain how he thought that using condoms probably is a joint 
responsibility but how „women are just better at those things‟.  
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7.4.1 Going from video themes to participants context 
A major part of these men‟s experience, within the interview, was „coloured‟ or shaped due to their initial 
approach and „gaze‟ on the situation and subject it entailed. As mentioned prior, in both the first and 
second interview, the focus was quickly turned to a gender discussion on control, responsibility, and 
prejudices of the two sexes. Due to this dominant presence we can argue for our target group to agree 
upon and represent similarities among them, hence they had an urge to discuss the subject of condom 
usage in the light of the power struggle between man and woman. While we as researchers aim to 
understand our participants experience in the interview we also aim to define their reality and the context, 
which they bring to the interview. By doing this we come closer to understand which elements motivate 
and inspire these individuals, hence we get a more into depth knowledge on the processes of 
their  motivation and inspiration.   
Many of the opinions about the videos were quickly discussed in the light of the reality of the situation 
when a man have to remember to use a condom. All could differ from what they were thinking sober, in 
the aftermath of the situation, and what they were thinking while being in the situation drunk, and which 
effect that had on their logic and behaviour. As we experienced them shift from the sober to the drunk 
version of themselves, we noticed a lack of maturity in our participants, hence they seemed to be torned 
and contradictory placing themselves on both sides of the scale: understanding the uncomfortable 
situation of pregnancy or STD‟s, while acknowledging that in reality none of these two consequences 
were very hard to fix.  
In terms of the videos and their effect, especially of our video, all of our participants showed an ability to 
explain the happenings and intended effect of the videos, although they still showed some resistance and 
scepticism to the videos‟ effects on them. While some videos were more enjoyable for them and enabled 
them to identify with the content, the struggle within condom usage seemed to be affected and maintained 
complex due to a much deeper source of the problem, namely: Why can‟t women be the responsible 
ones?  
 
In terms of visual elements and storytelling that is the content of the videos, we have gained a perspective 
on the interrelation between themes such as identification and humour. These two themes were often 
compared and highlighted due to each other‟s co-presence. Although our focus within this project report 
has been on the effect of video campaigns due to their content, we have increasingly noticed the 
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importance and relation between the videos and the situation in which they are seen. This includes the 
individuals who see it, the situation they see it in, how one carries and instructs the conversation, and 
recognizing the power of context in interpretation. Solely through the ability to get our participants 
talking about their own views, habits, and reality earlier in interview two we also reflect upon the 
elements in this interview, that differ from the 1st interview and might have resulted in this change.  
 
 
8. Reflections on interview one and two  
 
8.1 The two groups of participants and sessions  
A clear difference between the first and the second interview, is that in the latter, we experienced the 
participants with a much higher level of self reflection. Each of the participants showed an ability to 
explain different sides and realities of themselves, which brought us a new perspective on how they 
behave and experience their own actions in relation to condom usage. When looking at this change in the 
light of how the interview was executed, a reason for this increased level of reflection, is caused by there 
being increased pressure on their individual thoughts in interview two, compared with interview one. By 
asking each participant to write down three of their immediate reflections on each video after watching 
them, we argue that we created a contrast between the participants immediate reflections and latter 
reflections. Thus the interview session and the discussions it entailed can be argued to have had a much 
higher level of argumentation, as the participants had to relate to their immediate thoughts, while 
constantly being affected by the development within the interview and the co-creation of meaning by the 
other participants. While the implementation of this contrast existed in the second, and not the first 
interview, we argue for the quality of the discussion in the second interview, in terms of the level of self-
reflection, to be partly caused by this change.  
Another difference was the number of participants in interview two, going from three to four participants. 
This change can in retrospect have had multiple consequences on the process of the interview, also in 
terms of the level of self-reflection, as mentioned above. Firstly, each participant had increased time to 
think about their answers and contribution to the conversation, before they spoke, caused by there being 
one more member in the second interview. Furthermore, the level of control and co-direction from us (the 
researchers) to them (the participants) also changed its form significantly by the additional member in the 
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second interview. Because of this we also acknowledge an increased disability for us to semi-structure the 
interview, as the participants led most of the discussions, and there was little need for us to maintain the 
pace in the interview. On a positive note this has enabled us to fully get into the minds of our participants, 
but in a more negative light we have also lost control of keeping the conversation relevant at all times, 
hence endangered the quality of the interview (Halkier, 2008: 39). Being aware of this dynamic, we also 
contributed with relevant questions at times when the conversation was getting too out of hand and too 
far away from the point of interest. Thereby we were able to experience the advantages of opening up the 
interview to our participants, by allowing a unique ability to discover in which way they see the world. In 
this way the level of self-reflection and the topic of gender within the discussion also seemed more clear 
and valid, as it was the participants themselves, who brought it up in each other‟s company. While we 
also detected this subject in the first interview, at that time it came to light towards the end, which can be 
a result of less comfort or too much direction by us, leaving little space for self-reflection and co-creation 
by our participants from the beginning. In such, we see a clear progress and improvement between the 
first and the second interview.  
 
8.2 The original and second cut video  
As detailed earlier our goal was to conduct the second interview using the same type of people who were 
used in the first interview. This was due to the fact that we wished to test the difference in reaction to our 
product based on the changes made in the prototype rather than being based on changes made in 
participants. By changing the video according to critique from the first interview the aim was to see if a 
more positive response could be gathered when showing a prototype version of the video which catered 
better to our target group. 
The first of our hypotheses was that adding studio audience laughing as a sound effect would make the 
video funnier and that this was a good entrance point when trying to reach the audience. While both 
participant groups underlined the importance of humor in these types of videos our attempt at 
crowbarring it in, did not turn out successful. 
Secondly we also attempted by making more identification pointers in the video, as this was pointed out 
as being one of the big disconnects from our first interview. (To see full detail of the changes applied see 
7.3). Even though the response was slightly more positive there was still a gap between the situation in 
the video and something the participants could see themselves relating to. But the new slogan was much 
better received and praised as being attention grabbing and intriguing. 
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From the first interview one of the major critiques was the sluggish pace and the overall length of the 
video. More than half the video was cut down and almost every scene made shorter but both participant 
groups still had the same reaction to those aspects of the video. It was still seen as too long and therefore 
they deemed it hard as to keep focus and stay interested in the video.  
 
9. Perspective to planned communication 
 
9.1 How our expectations to our target group affected our process 
This project has throughout the process been shaped by how we got to know our target group. At the 
beginning, in the print media workshop, we started to create this idea about a certain type of men that our 
video was targeted at. This emerged from our own fantasies and was based on types we all could identify 
amongst men in Copenhagen, whom we in some way had come across in the past. The idea was mainly 
that men with an alternative view on things would appreciate a different approach to condom campaigns, 
like with the use of a different film genre (than often seen in campaign videos) and the „black‟ or 
„bizarre‟ humour in our film, and thereby like it for not being mainstream. When we later had to set some 
criteria on the target group in order to find the correct people for the interviews we ran into some 
problems regarding whether we could „typify‟ this group of people. In the beginning we further had set 
ourselves on the fact that this target group was rather narrow, and that we wanted to communicate 
strongly to a smaller group instead of modifying our video to fit a larger audience, that perhaps would 
mean that the message would hit rather less strong.  
When deciding on criterias for the target group in order to choose participants for the interviews we 
discovered through our discussion of different types and personas that being open minded and having an 
alternative view on humour and campaigns was not something one could point out to fit one certain kind 
of type. We therefore came up with criterias (see section 3.2) that instead fitted a larger group of people 
in which we could meet the people we were seeking. During the interviews we became aware of the fact 
that participants who fitted into our idea, or prejudices, about the target group fitted it well at some points 
but not at others. We learned that people within our target group were in many ways diverse and had very 
different personas although they fitted into the criterias. However, as seen in our analysis the participants 
agreed upon various aspects, such as opinions about the videos, habits of condom use, and ways of 
interpreting subjects into meaning of own contexts. This taken into consideration the participants did 
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show a similar way of experiencing the videos regardless of their diversity as personas. To achieve this 
sameness amongst the participants we had to address a less narrow group and open up for more different 
people. Trying to target a very small group from the beginning was thus not the right approach in order to 
reach the intended target group. Furthermore, we have discovered that in the process of reaching the 
target group, we had to first address a wider audience, and thereby detect the similarities, that would then 
work as the criterias for our target group. Thus we had to acknowledge that the personas we had in mind 
beforehand, were successfully targeted in this project, though represented more of a wider audience, 
opposed to a narrow audience. By collecting personas within wider criterias, but still being able to detect 
similarities, we were able to define a set of collective tendencies in relation to the topic of discussion. 
Therefore we have also gained a new perspective on working with personas as opposed to criterias.  
 
9.2 Balancing content and recipient aspects within our process 
All the above mentioned findings were unknown to us beforehand and while making the original video. 
Throughout the project we have been going back and forth from being content focused in terms of the 
video while testing the experience of our product on the recipients. One of the main scholars of this 
contrast between content and recipient focus is Schrøder, whom we have drawn on for inspiration. He 
notes the importance of the holistic coherence, thus acknowledging that the meaning of the content, can 
not be separated from the practice of the recipients, hence their context has an undeniable effect on the 
interpretation of the content (Schrøder, 2003:79) In this project, we have seen a proof of precisely that, as 
we are much more knowing on the likings of our target groups and the way they interpret videos within 
the topic of condom usage now. This knowledge has subsequently moved us closer to understanding, in 
which way to approach the production of a video for the chosen target group, in a much different way 
than when we began this process. By both including the focus of the content of our product and 
recipients‟ experience in this process we decided to take a „daring/wild‟ step and re edit our video 
between the two interviews. In this way we took the findings from interview one seriously, by correcting 
the video from the findings we got in the first interview. Thus the two aspects of planned communication, 
content and recipient, were used with great interrelation. A critique to this juggling of these two major 
aspects of planned communication and also a direct critique to Schrøder, is the danger of not getting into 
depth with any of the aspects, as the focus is too broad and not allowing for sufficient detail to take place. 
If we reflect on the process of writing this project, we had major complications within implementing a 
huge focus on the content, while still being aware of the recipients context and effect on the process. For 
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example, we acknowledged the ethnographic aspect of the participants, while not being able to go fully 
into depth with this field of study, as we also had a wish to get into depth with the different facets of the 
content in the video. Essentially, we placed ourselves in the middle, maintaining a tight balance between 
the two, as we did not wish to write a project within the field of for example psychology, culture or 
behaviour studies, but furthermore proceed with researching within the field of planned communication. 
Often debated subjects within our field of study has been the validity of communication, thus some 
believe that the study co-exist by using pieces and bits from other fields of study within humanities. In 
such, some state that communication is the study of form, hence it scholars how one conveys a topic 
(Craig, 2006:39) However, as being interested in the practical aspect of the study, we depart and 
investigate within the core essence of communication, as being a study of form.  We chose to aim our 
research on learning something practical orientated, for which we both needed insight on the content and 
recipient aspect. This enabled us to work with prototyping, which is more known and used in fields of 
more craft and technical focused studies. So by producing due to a circle orientated process of 
interpretation, going from content, to recipient, to prototype, to recipient, we have incorporated a holistic 
method that allows us to create a coherence between interpretation and production.  
 
10. What should happen next? 
 
10.1 What do we know now to include or exclude in a video? 
The following discussion will aim to reveal exactly what elements are vital and which are rejected when 
it comes to making a condom campaign video. By comparing and discussing the results obtained from 
our two focus group interviews we hoped to come up with a viable answer to a video which would be 
accepted by our chosen target group. 
 
The video „Gravøl‟ which we ourselves produced has played one of the larger roles in this project and as 
documented we have sought to improve on it by looking at the findings we gained from the first 
interview. As the two interviews have shown; much of the video was rejected by our interview 
participants. The question then is: what have we learned from this in relation to what then works in these 
type of videos? 
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The recurring themes „humor‟ and „identification‟ are two important points which seemed to surface 
quickly and established themselves prominently as important factors among our participants. Both groups 
lauded humor as an icebreaker and as a means to make more or less awkward topics easier to talk about. 
While we hypothesized that humor was important before making the first version of our video we had 
underestimated exactly how important that was. The „Zazoo‟ commercial was largely successful and the 
participants laughed almost from start to finish. We tried to apply more humor in our second cut of the 
video but it still was not deemed as funny. This was due to another factor which we had failed to include 
in a clear way; identification. As our analyses has shown identification acted as a glue between many of 
the different themes which were discussed among the groups and everything starts and stops there. If they 
are not able to identify themselves in the video it is almost immediately rejected. Both „Gravøl‟ and the 
„L. Condoms‟ commercial suffered from this. The „Zazoo‟ commercial was again a favorite because it 
provided a strong identification with the audience. One of the biggest takeaways from these interviews is 
that we have gained an understanding of how important identification is when making a campaign video 
to the chosen target group. 
Even though the whole premise of „Gravøl‟ was unidentifiable there are still some elements from the 
video which we believe are useful. Our slogan and text in the beginning was something that the 
participants responded positively to and which caught their attention. If we were to produce a new video 
this is definitely something that should be considered as a good thing to carry over. 
Another general note about these campaign videos we showed and those which our participants said to 
have seen themselves is that they all seem to highlight or center on the consequences that can happen 
after you have had sex. As the second group explained; they all had sufficient knowledge and reasons as 
to why they should be using condoms (And they mostly did when sober) but when they were drunk all 
those reasons seemed to go out the window. When setting out to do a campaign video it could be 
interesting to focus on these aspects of the process instead of the supposed aftermath as it seems that‟s 
where the participants seem to ask themselves „what do I do?‟. This of course again circles back to the 
idea of identification and being drunk and careless is something which all of them could describe as a 
recurring event. Additionally this needs to be delivered in a clear and as short way as possible. All of our 
participants from both focus group interviews said that they were growing weary of campaigns and that 
shorter videos appealed to them more. This is another of the reasons as to why „Gravøl‟ did not succeed. 
If there are unneeded scenes or dialogue in the video it muddies what you are trying to say and it stands 
in the way of clarity which ultimately stops the enjoyment and understanding of the video. 
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So, when making a campaign video a good sense of humor and a clear or attention grabbing message is 
good to engage the audience. This needs to be followed up by a short video since interest can be quickly 
lost. But none of these will matter if there is not something or someone whom the audience can identify 
themselves with. Identification is essential to these viewers and they are smart and quick to recognize 
when something feels as it has nothing to do with them. Another attempt at a campaign video would have 
to depart from the ambition of making something that the target group can strongly identify with. By 
focusing on portraying what you can do before having sex rather than the consequences of having sex 
there would also be a greater chance of doing something that the target group has not seen before but still 
can identify with.  
 
10.2 What we don’t know, but want to investigate 
While the section above presented some framework for directions when making a new video there are 
other interesting factors which come to play when trying to target these men. Here we would like to 
discuss some of these themes which appeared but which require further investigations before they can be 
placed in the frameworks of direct changes to be used when making a new campaign video. 
One of the topics which came up briefly in the first interview but sparked much discussion in the second 
interview were the idea of how these videos only presented themselves to men. Not only did they believe 
that condoms were a shared responsibility, but they even went as far as saying that it would be much 
easier if the women were the ones who took care of such matters and calling them „better that stuff‟. As a 
way of reaching these men it could perhaps be beneficial to look into women as gatekeepers to the men. 
We briefly discussed this idea when deciding on how to conduct our second focus group interview (see 
7.1) but the importance of this issue was not evident until after we had analyzed interview two. But if the 
goal is to change men‟s condom behavior through video then maybe the video should be addressed to 
women. Our own video „Gravøl‟ lacked the much detailed identification factor, but some of the 
participants actually noted that this video would be more suitable for women since it actually was a 
mother who had died from the dog. It could be interesting to research if the video maybe was not missing 
the ability to identify with its audience, but rather just aimed to identify with the wrong audience.  
Another idea that leaves room for investigation is in the way which the majority of these videos portray 
the consequences of sex and it was briefly mentioned in the section before.  Situations like being drunk 
and possibly endeavoring on a one-night stand were something that all the participants alluded to as 
something that regularly happens and discussed why no one has made a video about just that. Though 
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there were discussions of which negative repercussions were worst from unprotected sex; STD‟s or 
unexpected pregnancy – none of these seemed to particularly scare the participants. A child was an 
abstract and far away problem while STD‟s could largely be cured by taking medication for a few weeks. 
So instead of focusing these „scary‟ things that can happen, which the target group does not find as 
remotely scary as the video producers apparently, it would be interesting to concentrate on what to do 
before you are faced with the aftermath of your sexual encounter. They all know what can happen, but 
there seems to be a need for a video what you should do before in a specific situation, before it happens. 
Though it can be argued that these campaign videos are saying „use a condom before this happens‟, the 
discussion becomes more nuanced, when considering that the problem lies with the fact that the target 
group are most likely drunk when having unprotected sex. They all know what can happen etc., but it 
does not matter when they have had something to drink. Therefore it would make sense to explore this in 
a video, by again, not focusing on the consequences after you have had a drunk one-night stand and you 
have not used a condom, but when you are about to do exactly just that and what you can do to remind 
yourself to use a condom.  
Lastly; where to place our product and meet our audience is also an unexplored point of investigation that 
could be fascinating to research further. We came across this issue during our first focus group interview 
where „Gravøl‟ was seen as unsuitable and not something the participants would watch at home in front 
of the television, but something they would probably enjoy or at least find interesting if they saw it in the 
cinema. While we had not had deep enough reflections prior to the interview as to where our video could 
be shown these comments from the interview has generated our interest in seeing how the product 
placement can alter the views and opinions on a given video. When producing a video there should at 
least be an idea of where this video will be shown; will it be shown on YouTube, in the metro or on 
television? It could be interesting to investigate further how the context and product placement effect a 
campaign video and the audience‟s perception of that video. 
 
 
 
32 
 
 
11. Where we have to stop for now  
 
In the process of evaluating on our audiences perception of our product we can in retrospect conclude that 
our video was not fully accepted by our target group. They did not fulfill our expectation of them liking 
the video, for being both different and original in the context of other video campaigns. Instead they 
experienced the video as serious, weird, long-drawn and irrelevant to them. From our first interview a 
number of various elements emerged as being more relevant than others when it came to evaluating the 
videos. Humor and identity were lauded as something which the participants latched on to and deemed 
important for their enjoyment of the videos. By re editing our own video and creating a prototype version 
for interview two we gained even further insight as to what seemed to work and not work in these videos. 
Among the many highlighted aspects of the videos the theme of identity perpetuated as the most 
essential, as it for the most part existed as the kickstarter and glue in continuing to experience other 
aspects, such as for example humour and the overall effect of the message. 
 
Throughout this project, we have been made aware of how our target group experience and watch the 
videos in front of them. We discovered that the men we interviewed shared some tendencies in which 
they framed their interpretation of the videos. These were noted as „the responsibility of men versus 
women‟ and „the differentiation between drunk and sober thinking‟. These were the aspects of the men‟s 
own lives that they naturally related the videos to in order to understand them in relation to themselves.   
 
In conclusion, the context which our target group brought to the interviews has shown an effect on their 
ability to identify and be humoured by the video campaigns. In our opinion, this acknowledgement 
should therefore be incorporated in further research and production. Our video was poorly received and 
rejected for different reasons by our target group but the most prevailing reason was our failure to create a 
video that they could identify themselves with.   
We now acknowledge the importance of identifying and getting to know ones target group within the 
production of campaign videos.   
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Links to videos:  
 
Video 1: Gravøl  http://vimeo.com/87173009 
 
Prototype: Gravøl http://vimeo.com/95276403 
 
Video 2: Zazoo Condoms  https://www.youtube.com/watch?v=c_0bhT98g9Y  
Alternative link:  https://www.youtube.com/watch?v=4hNIkel2AlI  
    
Video 3: L. Condoms   
http://www.huffingtonpost.com/2014/02/19/l-condoms-commercial-good-men_n_4815164.html  
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Research:  Don’t mix art film with video 
campaigns 
 
 
 
New research investigates the use of film in condom campaigns for young men and try to 
challenge the "ordinary" use of campaign videos. University students, MC, Elvin and Grit 
explain how and why they came up with this groundbreaking new strategy, and reveal the 
difficulties of working with storytelling in video campaigns. 
 
MC, Producer  
Elvin, Producer 
Grit, Producer 
 
How did you first come up with the idea for the project?  
MC: We gathered around the common interest of filmmaking and the art of using different film-
techniques to communicate a message. As communication students at Roskilde University, I think we 
all had a desire to challenge our own preconception of video campaigns, and produce a video, which 
appealed to a specific group of people in Copenhagen. The choice of making a video, which would tell 
them to use a condom, allowed us to play with the awkwardness and taboo element of that subject.  
Elvin: By testing this video on our audience, we got a unique opportunity to get to know if the video 
actually worked as we thought it would. 
 
 
 
Continued on page 2  
PUBLISHED ON MOVIESCOOPMAG.COM 
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How was it to work with your audience? Did your video work?  
Grit: In the beginning, the idea we had about our audience, their likes and dislikes in campaign videos, 
were completely different, than what we knew after only two interviews with them. We thought that men 
between 25-30 in Copenhagen would be attracted to an alternative campaign video, so we used a lot of 
dialogue, strong characters and long-cut scenes to make the video intimate, but in fact they reacted to it 
with the feeling of the video being way to long, irrelevant to them and with a complete lack of humor.  
Elvin: It was interesting to work with the video in this process and letting our audience shape it and tell us 
what needed to be better and what worked. Midway in the research, we decided to create a new prototype 
of the video, where we made it shorter, cut some dialogue and applied new effects - it gave us the 
opportunity to really get to know our audiences view on condom behavior and how a video on that topic 
could be done.   
MC: The men we interviewed were extremely good at giving us clues to what should be corrected and 
edited out of our video. I think that was also how we learned a great deal about knowing who to make a 
video for and what catches their attention.  
 
What have you learned about using storytelling in video campaigns?  
Grit: It doesn't work. Haha, I mean we have learned a great deal about creating something new and 
interesting, but also maintaining the viewers’ ability to identify with the message or how we tell the story. A 
major flaw in our video, Gravøl, was that our audience didn't know how to watch it, because they didn’t 
know who to identify with in the video, and therefore the message didn't stick with them.  
MC: The story of a women dying from having sex with a dog, was simply to "alternative", and too 
impossible to imagine. In campaign videos the point has to be simple and right away, so working with the 
establishment of a mood and telling a story, needs to be super easy to relate too from the start.  
Elvin: Yeah,  It's a definitely a challenge to work with film in a traditional way, when creating a campaign 
video, because as MC mentions the message has to be clear from the get go, and we had to be really 
careful with making too many subtle points. There is not much room to communicate between the lines, 
though our research has given us so much more knowledge about what these men want, so if we had to 
make a campaign video now, we take themes, such as humor and identification, much more seriously.  
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Informative Article Synopsis 
For our informative article we have chosen the online magazine movieScope 
(www.moviescopemag.com, 01-06-2014). The reasoning behind this is that movieScope offers a 
long range of different articles concerning different aspects of movie production. But what is more 
interesting is that many of these are from an insider‟s point of view, which means that you can obtain 
a certain insight and knowledge you would not find in a regular movie magazine. This appeals 
specifically to us because a large part of our project has been about producing a video and 
discovering ways on how to improve certain aspects of campaign videos. Since movieScope covers 
the whole process of film making „‟From Pre-Production to Distribution and Exhibition‟‟ 
(http://www.moviescopemag.com/category/contact/contributors/, 01-06-2014) it is the ideal platform 
for us to describe our process and thoughts concerning our project. 
The target groups for our article, and for movieScope in general, are people who wish to learn about 
temporary currents and events in film making but from the perspective of industry insiders. Rather 
than written articles about films from reviewers or journalists describing films, most of these articles 
instead feature portraits or in depth interview of the specific process from directors, photographers, 
etc. The target group has more than a casual interest in the aspect of film making and wish to learn 
information which can only be obtained directly from the professionals involved in the film industry. 
We have chosen to develop our article as an interview featuring ourselves as film makers; so it 
consists of a question and answers structure. This is in line with the structure of the other interview 
articles in movieScope and it caters to what the target group are looking for in an article. By 
answering questions we hope to fulfill the target groups expectations of receiving information from 
insiders in a direct way by addressing important aspects - rather than a more loosely based 
conversation regarding the production process 
  
 
 
 
